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Understanding consumers and their consumption experience of products, services and brands 
in both retailing and online environment is one of the main tasks of marketing. Therefore the 
purpose of this research is to investigate the circumstances of in-store experiences in hyper star 
markets that have been evaluated under the main hypothesis “shopping motives, store environment 
and employee characteristics are circumstances that influence in-store experiences. This study was a 
qualitative one that was conducted as an experiential study using Islamic Azad University who had 
been chosen through stratified random sampling relevant to the size. 2560 questionnaires were 
distributed in different universities of Tehran, Isfahan, Shiraz in February and March in 2015 and 
2510 questionnaires were returned. Also to analyze research data non-parametric statistical methods 
have been used. In this research to describe data descriptive statistics and to analyze data and test 
research hypotheses inferential statistics and structural equation modeling have been used, 
respectively. For this purpose SPSS and LISRE software has been used. With respect to the fact that 
it is a multilevel model in order to confirm the model and respond to the hypotheses structural 
equation modeling with partial least square (PLS) has been employed using SMARTPLS software. 
Finally, according to the findings of this study (1) when sales staff are women the means of 
customers’ sensory/affective/cognitive experience is more than the time when sales staff are men; 
(2) it became apparent that experience-based shopping motives influenced sensory and affective 
experience and product-based shopping motives affected cognitive experience respectively; (3) it 
became apparent that store brightness had the most effect on sensory experience and arrangement 
influenced sensory and affective experience but these two factors didn’t  influence cognitive 
influence. (4) finally it became apparent that employee physical attractiveness and cheerfulness 
influenced each of three in-store experiences but employee helpfulness didn’t affect employee 
affective and cognitive experience. 
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Introduction 
Recently under a transformation consumers have changed from being in an inactive state to 
active buyers who actively contribute to marketing process (Yoon, 2013). The creation of the 
concepts like prosumer, reverse marketing, etc. confirms this claim. This transformation and 
increasing tendency toward cooperative consumers have influenced business. Today marketers don’t 
complete control over their own brands anymore, because they are competing with collective power 
of consumers. 
This approach makes clear the necessity of deeply looking at consumers’ interactions and 
experiences. Different experts have recently addressed the role of experience in marketing research. 
For example, Holbrook and Hirschman (1982) and Schmitt (1999) in experiential marketing 
literature have conducted several studies with emotional, experiential and sensational dimensions 
and have investigated their functions in consumption and shopping behavior. According to this 
development of experiential marketing (Schmitt, 1999) is offering a response to today consumers’ 
demands. This offer like swimming in the sea of consumption experience is in the opposite direction 
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of the sea of shopping for goods and services (Spena et al., 2012). Theorists have offered that 
person’s experiences should be interpreted as the cognitive interactions between people and their 
environment (Clark, 1997). This means that people react to certain experiences which cause 
recognition based on context and condition. Therefore they behave according to those certain 
conditions. So, it is of great importance to recognize this concept and link the behavior with its 
conditions and then develop some indices to determine the rule of consumers’ experiences in 
shopping behavior (Yoon, 2013).  
The concept of customer experience is the result which depends on a collection of 
interactions which occur between customer and the organization and creates a response. The 
experience is personal and influenced by his emotional, intellectual, physical, spiritual and sensory 
levels. Assessment of this experience depends on the comparison made by the customer of his own 
expectations with stimulus resulting from his relationship with the organization and its offers related 
to different touch points or contact points including store environment, employees’ characteristics, 
etc. over last thirty years some researchers have tried to define the term of “customer experiences” 
to find a better understanding of what forms customer experience. The main point of all these 
definitions is that customer experience firstly consists of an emotional relationship between the 
customer and the organization. Secondly, it is completely internal to the customer. Lastly, to a large 
extent it is dependent on contact points (Garg et al., 2014). Experts believe that experience is not a 
tangible or intangible tool of sales and is not transferred from the company to the customer but is the 
co-creation of consumers’ cooperation and involvement inside emotional and effective sphere 
(Prahalad and Ramaswamy, 2004).  
Holbrook (1996) states that in traditional patterns value was defined as producing and 
delivering goods and services. However, in new approaches the value expected by consumers is 
considered as a relative preference of experience which emphasizes that it is the experience which 
determines what is valuable for the customer. According to this approach consumers are not just 
rational thinkers but people who are emotionally involved in conception process. In this process 
creating a mental image has a special relationship with emotional and sensory understanding (Spena 
et al., 2012).  
Other studies like Arnold and Reynolds (2003), Babin et al. (1994), Park (2003) have 
emphasized some dimensions of shoppers’ behaviors like shopping motives, shopping advantages 
and experiences of searching. These studies have typically looked at the shopping behaviors from a 
utilitarian and hedonic viewpoint. But shopping consists of various aspects of shopping experience. 
As it was mentioned this process requires the interaction between shoppers, sellers and store 
environment. With respect to this feature shopping process requires sensory, emotional and rational 
experiences which shoppers can interactively encounter it. Although these studies show the 
increasing importance of hedonic value as an effort of retailers in responding to customers’ demands 
for their entertainment and excitement in shopping experiences, there is a research lack with respect 
to understanding in-store experience and its effect on shopping consequences (Clark, Perry and 
Denson, 2012).  
However, the importance of this subject has caused a remarkable movement in the last two 
decades. The reasons of this is that on the one hand, the customers’ positive experience presents an 
opportunity to create long-term competitive advantage for companies and leads to creating satisfied 
and loyal customers through positive verbal advertisements and decreased complaints on the other 
hand. So, in the twenty first century companies have focused their attention from service-based 
economy to experience-based economy. Today, customer experience has become a battlefield for 
organizations. After goods, products and services experience acts as the fourth economic suggestion 
for the organizations. Customers’ satisfaction level firstly is dependent upon their positive or 
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negative experiences. These experiences play a critical role in the customers’ decision to shop (Grag 
et al., 2014).  
Understanding customers and their consumption experiences of products, services and 
brands in both retailing and online environments is one of the main tasks of marketing. However, 
experience as an empirical concept and phenomenon like other constructs and phenomena has not 
been well investigated with respect to customer behavior and marketing such as selection, attitudes , 
consumer satisfaction or brand equity. Although we have much knowledge about this new and 
exciting topic through papers that have been published during two past decades, marketing research 
on experience has not well developed yet. Understanding consumer experience is not just of interest 
to academics, but industrialists are also interested in understanding how consumers experience 
products and brands and in its own turn how marketers can provide interesting experiences for their 
customers that is critical in a competitive environment to find the position and distinguish between 
suggestions. This though leads to creating a new marketing management environment that is usually 
mentioned to as “experiential marketing” (Zarantonello and Schmitt, 2013).  
Discussion above makes it necessary to investigate what leads shoppers to the direction in 
which they experience more than others and what kinds of measures are taken after this experience? 
What motivates shoppers to have certain experiences? What factors influence the relationship 
between shopping motives and shopping experience?  
Literature Review 
In-store Experience 
In-store experience occurs as the result of the situational interaction between the subject and 
the object. From interactionist perspective environment’s objective features (except employees) are 
present to the extent to which they can be perceived by people and more importantly, in a place in 
which they can create an internal response to the subject. According to Bitner (1992) “what people 
pay attention to or remember in terms of the environment and how they feel and perceive it is 
influenced by the purpose of being there”. Therefore, their internal response depends on the 
intention or purpose of being in the environment (Evans, 2003).  
According to the present literature some personal variables and situational variables 
influence in-store experiences of consumers. Some researches argue that factors related to 
consumers are more important that the factors controlled by the retailer. Therefore, to a great extent 
shoppers attribute amusing in-store experiences to the factors related to the customers like the 
factors which are controlled by them (Backstrom and Johansson , 2006). In situational background 
Mehrabian and Russell’s work (1974) is so effective and is formed based on emotional responses 
(pleasure, arousal and dominance) and behavioral responses (approaching and avoidance behaviors) 
to the environment (Backstrom and Johansson, 2006). Positive store atmosphere is necessary for 
providing not only products and services but experience.  
They show that atmosphere is of great importance especially in a service environment 
because of its subjective nature (Backstrom and Johansson, 2006). It has been shown that a positive 
atmosphere can lead to approaching behaviors which cause consumers to spend more time and 
money in the store and finally leads to increased hedonic shopping by them. Some researchers relate 
atmosphere factors to the possibility of creating long-term relationship with the consumer. It is 
argued that negative atmosphere can lead to avoidance behaviors like having tendency to leave the 
store or feeling unsatisfied (Backstrom and Johansson, 2006). 
Shopping Motives 
In shopping-based literature, shopping motives are considered as a permanent characteristic 
of people. Dawson et al., (1990) investigated “the necessity to shop an anniversary present in two 
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hours” as a factor which very likely created a strong shopping motive. In this way shopping motive 
is more similar to definition of tasks and purposes. In environment literature it seems that this 
concept sometimes is used as a personal trait and in some other cases as a situational condition. To 
prevent getting misled a conceptualization of value with more similarity to situational definition and 
closer to an empirical perspective has been used.  
It has been confirmed that two kinds of motives differently influence behaviors of the 
consumers who have been brought to the store by those motives and also affect experienced 
emotions. According to research since a person’s response to the environment depends on 
situational factors consumers are more likely looking for different kinds of environments based on 
the goals of their consumption. However, hedonic motives lead the shoppers to pay their attention to 
surprising and simulating events in the environment. They further assumed that regulating stimulus 
or obstructing goal-directed activities will be assessed negatively by utilitarian shoppers but 
positively by hedonic ones (Evans , 2002). 
With respect to the role of the expectations in experiencing the store environment researchers 
mentioned that consumers had expected level of arousal related to the service environment and level 
of target-arousal was dependent upon their goals or motives. Their empirical findings showed that 
comparative conditions between expected arousal and perceived arousal level led to the highest level 
of satisfaction. However, lower and higher levels of target conditions create lower levels of pleasure 
and satisfaction. So, expectations of arousal levels which are perceived influence both emotional 
responses in the store and later assessments (Evans, 2002).  
Employees’ Characteristics  
Although previous studies have investigated the effects of employees’ characteristics, apart 
from other characteristics, they have just focused on one characteristic at a time. However, all of 
these characteristics exist in each frontline employee, so investigating them together is more 
significant especially investigating their relative strong points and interactions. Therefore, one-
variable approach in present literature means that there is little understanding of how these 
characteristics are supplementary or compared to each other (Keh et al., 2013).  
For example, do customers respond differently to the employees who are physically 
attractive and helpful compared to those employees who are cheerful but have simple appearance? 
Present literature doesn’t give a clear response to this question. Furthermore, previous studies have 
focused on those characteristics of employees that have been conducted in the western markets. 
Regarding the fast growth of service context in emerging markets like China this can help to 
understand whether previous findings can be helpful in this research (Keh et al., 2013). 
In dealing with this lack in scientific texts present research is trying to investigate 
simultaneous and interactive effects of three characteristics of employees (for example , physical 
attractiveness , displayed emotion , and helpfulness) which are easily perceived by customers during 
service contacts on in-store experience of the customer. These three characteristics were chosen 
based on the following considerations.  
Firstly, physical attractiveness, displayed emotion and helpfulness are representative of 
physical, emotional and motivational aspects of the employees, respectively. Investigating 
simultaneous and interactive effects of these characteristics of employees can help understand 
clearly how customers perceived service encounters compared to the one-variable approach used in 
previous research. Secondly, the diagram of these three characteristics on five dimensions which 
show the quality of service is typically known as SERVQUAL model. Specially, physical 
attractiveness reflects tangibility, displayed emotion represents empathy and assurance, and 
helpfulness reflects responsiveness and reliability in the SERVQUAL model (Keh et al., 2013).  
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These three characteristics easily show their effects on customer experience during service 
encounters in present research which is a strong predictor of the company’s future profit. These are 
new findings in the literature and have important applications for management (Keh et al., 2013). 
Employee Physical Attractiveness 
Passing decades of research into social psychology shows that the first impression has a 
considerable effect on the interaction between two people. One of the most important determinants 
of this first impression is overt stimulus characteristics of the person like appearance or physical 
attractiveness. In marketing literature, employees’ physical attractiveness is defined as the extent to 
which service personnel are perceived physically attractive and fantastic by the customer. Marketing 
functions of physical attractiveness can be found in contexts of advertising, personal selling, 
retailing and market research. Previous research shows that employees with physical attractiveness 
are totally more convincing than peers with less physical attractiveness. For example, customers 
show more tendency to shop for products and services advertised by attractive employee than to 
shop for those advertised by unattractive ones (Keh et al., 2013). 
Similarly, compared to unattractive sellers customers perceive attractive sellers more 
desirably and respond to selling more willingly and show higher tendency for shopping. Physical 
attractiveness effect also occurs in consumer-to-consumer context. When consumers see a product 
which is physically touched with more attractiveness will have a higher assessment of the product 
(keh et al., 2013).  
Customers usually use the physical attractiveness of frontline employees because it helps 
with making other judgment by them. People to tend suppose that the person who is attractive also 
has other positive characteristics; in this case it is known as “What is Beautiful is good” 
phenomenon (Keh et al., 2013).  
For example, attractive people are perceived friendlier, warmer and more poised compared to 
those who are less attractive. Attractiveness is related to the perceived ability to do certain tasks. 
These positive characteristics are employed as nonverbal communication and are closely tied to 
tangible aspects of service quality that eventually influence service assessment (Keh et al., 2013).  
Therefore, it is expected that in service context the attractive service employee has a direct 
effect on customer satisfaction. That is customers who perceive the service employee as an attractive 
one will most likely have a positive assessment of him (keh et al., 2013).  
Employee Displayed Emotions 
Generally, interaction between service employees and customers has been investigated as a 
basic part of customers’ assessment of service quality and their relation to the service provider. 
Despite the fact that there is considerable empirical research into the service relations and 
customers’ assessment of service quality, but some aspects of service interaction has been remained 
unknown. Although the concept of having friendly service staff and delivering “Service With 
Smile” has generally been made clear for service companies, empirical research into how 
employees’ emotional states influence customers and their assessment of service encounters has 
only been investigated in recent years. Two research streams that have investigated the role of 
emotions in service contacts are “emotional contagion “and “emotion labor”. Emotional contagion 
has been defined as an emotion stream from a person to another one through receiving emotions that 
the sender shows. In service interaction context, emotional contagion creates ripple effect of 
emotions from service staff to the customers. In other words, staff’s smile to the customers may be 
contagious and change customers’ emotional state and consequently influence customers’ 
perception and assessment of service encounters. Emotional labor refers to the display of service 
staff’s expected emotions as a self-regulatory process. White displaying expected emotions for the 
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customers, staff can choose between two strategies of superficial actions and deep actions which are 
mainly different in amount of credit (Hennig et al., 2006).  
Employee Helpfulness 
Employee helpfulness refers to the extent to which service staff helps the customer or create 
impression of interest in the customer and show tendency to deliver services. Employee helpfulness 
is related to the employee’s internal motive and is one of the key dimensions of interaction quality 
during the service encounter. An efficient and available employee is able to deliver services to meet 
customers’ expectations. However, lack of the decent services often helps with negative feelings of 
customers in service encounter. Although helpfulness may seem compatible with the concept of 
“responsiveness” in research into service quality, they are quite the same. Specially, responsiveness 
refers to the employees’ tendency or readiness to deliver service on time. However, helpfulness is 
related to the competencies of service staff, the extent to which they can do their service tasks 
completely with self-confidence and efficiency. Previous research showed that successful retailing 
interactions often include those behaviors of employees that create confidence and are polite and 
useful (Keh et al., 2013). Specially, while employees help a retailer with their goodwill to form a 
fast link with the customer and create the necessary relationship for a positive service encounter, but 
employee helpfulness includes a basis in which performance of service staff is assessed. Therefore, 
employee helpfulness directly influences customers’ satisfaction with the employees.  
Interaction Between each of three characteristics of service staff 
The need for service staff to express positive emotions towards the customers has well been 
acknowledged. The reason is that emotions carry information about people’s thoughts and feelings 
and can conform social interactions. Although some researchers have shown that desirably 
allocating positive emotions to positive characteristics is independent of physical attractiveness. 
Other scientists show that positive displayed emotions (for example, a smiling face) can increase 
person’s general attractiveness and also other positive characteristics. This is compatible with this 
concept that general attractiveness is beyond physical qualities that include person’s dynamic and 
emotional aspects (Keh et al., 2013).  
It has been suggested that for attractive employees display of positive emotions is employed 
to increase customer satisfaction of positive emotions with the employees, of course at a medium 
level. It is only emphasized at medium level effect because a person with high attractiveness that 
also spreads positive emotions may be perceived as “Too much of a good thing”. Dermer and Thiel 
(1975) showed that purposes which were very attractive were perceived as highly egocentric. 
Similarly, Gallucci and Meyer (1984) showed that those purposes which were attractive at a medium 
level were of high interest to people for interaction because they were not perceived as egocentric 
compared to unattractive ones (Keh et al ., 2013).  
It is reasonable that having too much of many positive characteristics may lead to decrease in 
positive marginal perception of the purpose. Consequently positive emotion display by attractive 
employees may be seen as too much self-confidence or aggressiveness by the customer that is 
against this concept that service staff should be humble (Keh et al., 2013).  
On the contrary, for those service staff who are less physically attractive, display of positive 
emotions like a real smile is often related to desirable characteristics such as being warm and 
pleasant. Display of positive emotions can be formed for people who are less physically attractive 
and their interaction may result in high satisfaction of the customers with the employees compared 
to the time when the same employees don’t show positive emotions. Displayed positive emotions of 
an employee who is relatively attractive is more effective than those of the employee who is highly 
attractive (Keh et al., 2013).  
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Although displayed positive emotions of employees have a strong and direct effect on 
customers’ satisfaction with the employees, it has been suggested that this effect is dependent on the 
helpfulness level of the employees. Generally, customers tend to perceive the service staff with 
positive emotions that causes them to be trustworthy, honest, friendly, and likeable. This issue 
facilitates creating a relationship with the customer in which the employee is perceived as a person 
who honestly tries to be helpful. However, merely displaying positive emotions may be ineffective 
if it is presented by a high level of helpfulness. When the immediate need of the customer is meeting 
basic service needs by helpfulness of the employee, unhelpfulness may negate displaying of 
employed positive emotions. Altogether, it has been suggested that both employees’ displayed 
emotions and helpfulness leads to higher satisfaction of the customer with the employee (Keh et al., 
2013).  
Store Environment  
Since competition in retailing has increased, managers have moved beyond focusing on 
products to focusing on customer experience. With the development of suggested products and also 
retailing outlets a revolution in retailing has been created by looking beyond the product completed. 
Furthermore, they are looking for ways to add value by increasing product features (for example, 
inserting customer protection service phone number on the package). Similarly, retailers and 
producers are increasingly trying to create value-added retail experiences. Retail sector was 
historically dominated by procedures like Procter & Gamble. It acts in its own way by recognizing 
ways to create a distinct customer experience. In recent years many companies (for example, 
Starbucks) have reached a permanent competitive advantage by creating a more sensory and 
increasingly multisensory customer experience (Spence et al., 2014).  
By developing Kotler’s work (1974), Donovan and Rossiter (1982) have added the pleasure, 
arousal and dominance model of Mehrabian and Russell (1974) to retailing setting with this belief 
that analyzing retail space with respect to these dimensions can effectively predict customer 
behavior.  
Maybe it is not surprising that customer spend more time in those environments where they 
perceive as pleasant. Furthermore, background music in stores may influence shopper’s stimulation 
level especially when music is played with a higher pace.  
Research Hypotheses 
According to the literature presented some hypotheses are presented as the following: 
Hypothesis 1: Gender of sales staff significantly influences in-store experiences (sensory 
experience, affective experience and cognitive experience).  
Hypothesis 2: shopping motives significantly influence in-store experiences (sensory 
experience, affective experience, and cognitive experience).  
Hypothesis 3: Store brightness significantly influences in-store experiences (sensory 
experience, affective experience, and cognitive experience). 
Hypothesis 4: Store arrangement significantly influences in-store experiences (sensory 
experience, affective experience, and cognitive experience). 
Hypothesis 5: Sales staff’s physical attractiveness significantly influences in-store 
experiences (sensory experience, affective experience, and cognitive experience).  
Hypothesis 6:  Sales staff’s cheerfulness significantly influences in-store experiences 
(sensory experience, affective experience, and cognitive experience).  
Hypothesis 7:  Sales staff’s helpfulness significantly influences in-store experiences (sensory 
experience, affective experience and cognitive experience).  
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According to the presented hypotheses the conceptual model of the research has been given 
in Fig.1. 
 
Figure 1: Conceptual model of the research 
Research Methodology  
Data Collection Tools 
With respect to the fact that this quantitative approach is an experimental study independent 
variables are manipulated so that its effective on dependent variables are measured. In different 
research generally four ways have been suggested to manipulate variables including: drawing, 
photo, real model and scenario. In this study photo and scenario have been used based on the table 1. 
Photo is typically used when we want to express the stimulus with it. Photo can show a profile of 
real life. Scenario is also a method to manipulate variables that verbally describes variable’s state 
and its credit has been confirmed in different marketing research like Smith (1947), Havlensa & 
Holbrook (1985) and Bateson (1987). 
Table 1: The manner of manipulating independent variables 
Row Independent variable Minor variables Manner of manipulation 
1 Shopping motives Product-based Scenario 
Experience-based Scenario 
2 Store environment Store brightness Scenario 
Store design Scenario 
3 Sellers’ characteristics Sellers’ physical attractiveness Photo 
Cheerfulness Photo 
Helpfulness Scenario 
To define the variable of in-store experience Schmitt’s (1999) studies were used. He believes 
that experiential wheel acts as a comprehensive look at empirical behaviors that include five 
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sections of sensing, feeling, thinking, acting and relating. In this study in-store experience was 
considered with three sections of sense (sensory experience), emotion (affective experience) and 
thinking (cognitive experience). To measure this variable any suitable scale wasn’t found. To 
develop the expected measurement scale studies carried out in the context of developing scale like 
Churchill (1979) was followed as the following to develop suitable scale: 
To compile required scenarios for manipulating other independent variables that each has 
divided into desirable and undesirable groups, after preparing primary scenarios by five marketing 
specialists who were marketing PhD students, they were evaluated with respect to three subjects of 
reality of scenario, its easy understanding by the shopper and possibility of imagining it all the 
shopping moment and eventually final scenarios were prepared with making some necessary 
corrections. Regarding number of states of the first study that was 128, totally 128 scenarios and 
photos were prepared for manipulating independent variables that are divided into 128 groups 
through combining the gender of sellers by photos. 
For example, the following scenario that shows the first state (product-based shopping 
motive, store’s desirable brightness, store’s right arrangement, the saleswoman with an attractive 
face and a cheerful expression and being interested in helping) was compiled as following: 
“Arriving at the store you are looking for arrangement place and the product shelves of your 
intended product. Form your viewpoint suitable price and product’s high effectiveness and also 
variety and innovation of the intended brain is the main factor in selecting the intended product. On 
the one hand, store has a suitable view and its brightness is such that it creates a pleasant 
environment for you. On the other hand, you can see that design and arrangement of the products is 
regular so that moving and searching in the store is facilitated and an attractive display of product is 
given. During shopping you ask one of the store guides (selling employees) to guide you. Fig. A and 
B show the mentioned person. This person quits his other tasks and quickly approaches you and 
provides services and responds to your demands without paying attention to other affairs and it 
seems that he is willing to solve your problems with shopping for the product.” 
To choose the right photo for sales staff physical attractiveness photos of 11 saleswomen and 
photos of 8 salesmen were prepared. In a pre-test by using a sample of 36 subjects’ attractive face of 
the saleswoman was chosen by male contributors and that of the salesman was chosen by female 
contributors. The scale selected for measuring salespeople’s physical attractiveness was the scale 
used by Tat Keh (et al., 2013) i.e. an 11-point response key phrase completion scale. To display 
salespeople’s cheerfulness Tat Keh’s (et al., 2013) study was used in which after choosing attractive 
and unattractive faces of male and female salespeople, smiling faces were referred to as the cheerful 
salespeople and frowning faces were referred to as the less cheerful salespeople.  
Statistical Population 
Subjects are Islamic Azad University students in cities of Tehran, Isfahan and Shiraz. In this 
study students were asked to express their ideas based on definite indices with respect to data 
collection tools.  
Product choice: to choose the intended product in this research two variables were used for 
product division including product type which itself is divided into two types of utilitarian product 
and hedonic product, and product involvement which is divided into two upper and lower groups.  
Utilitarian products are shopped and consumed for satisfying consumer’s necessary and 
functional needs and also their consumption is related to solving the problem consumers encounter 
with (Ryu, Park & Feick, 2006) and are trying to solve (Babin, Darden & Griffin, 1994). On the 
contrary hedonic products are shopped and consumed for satisfying consumers’ demands , for 
emotional pleasures or satisfying symbolic needs that are related to their feeling of others and 
others’ feeling of them (Ryu , Park & Feick , 2006).  
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Zaichkowsky (1985) one of the famous theorists in mental complexity domain defines 
mental complexity as the imagined connection of a person to a target based on basic needs, values 
and interests. In this definition the word of target is used in a general concept and refers to a product 
or brand, an advertisement or a shopping state (Zaichkowsky, 1985). 
According to this 16 products were chosen and marketing experts were asked to divide the 
products based on two variables. In the first step, products were divided from utilitarian or hedonic 
viewpoint and also the intensity of being utilitarian or hedonic in a 5-point response key phrase 
completion scale using an 11-point response key phrase completion scale products were classified 
based on high involvement and low involvement. It should be mentioned that in phrase completion 
scale respondents are asked to complete a phrase according to an 11-point response key in which 
zero (0) indicates the absence of the construct and ten (10) indicates the theorized maximum amount 
of the construct. In this research zero (0) indicates very low involvement and ten (10) indicates very 
high involvement of the product. Based on the collected data, division of the products is according 
to the table 2.  
Table 2: Products division based on the product involvement and product type 
 Utilitarian products Hedonic  products 
High 
involvement 
Tablets, refrigerator, laptop computers, cell phones, 
washing machines, microwaves, sunglasses 
Perfume and eau de cologne 
,clothes ,watches 
Low involvement Sunscreen, bottled mineral water Chocolate, soda, pizza ,pens 
Regarding the results obtained four products of tablets, perfume and eau de cologne, 
sunscreen and chocolate were chosen as the representatives of the four groups. 
Sample size and methodology: as it was mentioned this study was a quantitative one that was 
carried out as an experimental study using Islamic Azad University students who had been chosen 
through stratified random sampling relevant to the size. 2560 questionnaires were distributed in 
different universities of cities of Tehran, Isfahan and Shiraz, in February and March in 2015 and 
2510questionnaires were returned. 
Research data analysis methods 
To analyze research data non-parametric statistical methods have been used. In this research 
to describe data descriptive statistics and to analyze data and test research hypotheses inferential 
statistics and structural equation modeling have been used, respectively. For this purpose SPSS 
software has been used.  
Hypothesis testing results 
Hypothesis 1: Gender of sales staff significantly influences in-store experiences (sensory 
experience, affective experience, and cognitive experience). 
Table 3 represents the results of Multivariate Analysis of Variance (MANOVA) test to 
investigate the main effect of the research independent variable (gender) on the model, with respect 
to the table it can be observed that tests of PillaiTrace ,wilk's  Lambda and Hotelling-Lawley Trace 
were all significant, so MANOVA  model is significant and research dependent variables were 
influenced by different levels of gender. 
Table 3: MANOVA test for the effect of gender variable on in-store experiences 
Eta squared Sig. Degrees of freedom F Value Test 
0.048 0.0001 3 42.37 0.048 Pillai Trace 
0.048 0.0001 3 42.37 0.95 Wilk'sLambdo 
0.048 0.0001 3 42.37 0.050 Hotelling- lawley Trace 
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In this test the null hypothesis which indicates '' absence of difference between customer`s 
sensory /affective/ cognitive experiences'' in two levels of sales staff gender has been tested against 
the alternative hypothesis that indicates ''difference between customers` sensory /affective/cognitive 
experiences''. Table4 represents the main effect of gender on in-store experience dimensions 
(sensory experience, affective experience and cognitive experience). According to the results 
obtained from variance analysis. Fisher statistics of the hypothesis for sensory experience, affective 
experience, affective experience and cognitive experience, affective experience and cognitive 
experience and cognitive experience are 52.55, 107.54and 72.84, respectively which is more than 
critical value. In other words, calculated significance level is less than 0.05. Therefore, the null 
hypothesis at level of 0.095 is rejected and the difference between means of customers` sensory 
experience, affective experience and cognitive experience in both groups of male and female sale 
staff is confirmed. Since the means of customers` sensory /cognitive experience in the group of 
female sales staff are 17.97, 9.61 and 15.51 and in the group of male sales staff are 16.87, 8.79 and 
14.42 respectively. So it is concluded that when sales staff are female the mean of customer`s 
sensory/ affective experience and cognitive experience is more than the time when sales staff are 
male.  
Table 4: Results of the main effect of gender on dimensions of in-store experience variable 
(sensory/affective/ cognitive experience) 
Effect 
size 






Source of variance In-store 
experience 
0.02 0.0001 52.55 773.30 1 773.30 (Between group) Or treatment Sensory 
experience - - - 14.71 2546 37463.36 (within group) or error 
- - - - 2559 66439.26 Total 
0.041 0.0001 107.54 428.21 1 428.21 (Between group) Or treatment Affective 
experience - - - 3.98 2546 10138 (within group) or  error 
- - - -- 2559 22142 Total 
0.03 0.0001 72.84 753.64 1 753.64 (Between group) Or treatment Cognitive 
experience - - - 10.35 2546 26342 (within group) or error 
- - - - 2559 57696 Total 
Hypothesis 2:  shopping motives significantly influence in- store experiences (sensory 
experience, affective experience and cognitive experience). 
Table 5 represents the results of Multivariate Analysis of Variance (MANOVA) test to 
investigate the main effect of the research independent variable (shopping motive) on the model: by 
looking at the table it can be observed that tests of Pillai Trace, Wilk's  Lambda and Hotelling-
Lawely Trace were all significant, so MANOVA model is significant and research dependent 
variable were influenced by different levels of shopping motives. 
Table 5: MANOVA test for the effect of shopping motive variable on in-store experience 
Eta squared Sig. Degrees of freedom F Value Test 
0.11 0.0001 3 104.55 0.11 Pillai Trace 
0.11 0.0001 3 104.55 089 Wilk'sLambdo 
0.11 0.0001 3 104.55 0.12 Hotelling- lawley Trace 
In this test the null hypothesis which indicates" '' absence of difference between customer`s 
sensory /affective/ cognitive experiences'' at two levels of shopping motives has been tested against 
the alternative hypothesis that indicates " difference between customers` sensory /affective/ 
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cognitive experiences''. Table 6 represents the result of Multivariate Analysis of variance 
(MANOVA) test to investigate the main effect of shopping motives on in-store experience 
dimensions (sensory /affective/ cognitive experiences). According to the results obtained from 
variance analysis, Fisher statistics of the hypothesis for sensory experience, affective experience and 
cognitive experience are 180.98, 107.13and 16.70 more than critical value, respectively. In other 
words, calculated significance level is less than 0.05. Therefore, the null hypothesis at level of 0.095 
is rejected and the difference between means of customers `sensory /affective/ cognitive experiences 
at two levels of product-based shopping and experience- based shopping is confirmed. Since the 
means of customer `s sensory /affective/ cognitive experience at experience  - based level are 
18.44,9.66,14.71 and  at the product –based level are 16.40,8.79,15.23,respectively. So it is 
concluded that when shopping motives are experience-based the mean of customers` sensory 
/affective experiences is more than the time when shopping motives are product-based. When 
shopping motives are product-based the mean of customers` cognitive experience is more than the 
time when shopping motives are experience-based. 
Table 6: Result of the main effect of shopping motives on dimensions of in-store experience 
variable (sensory /affective/ cognitive experience) 
Effect 
size 






Source of variance In-store 
experience 




- - - 14.71 2546 37463.36 (within group) or error 
- - - - 2559 66439.26 total 
0.04 0.0001 107.13 426.57 1 426.57 (Between group) Or treatment Affective 
experience - - - 3.98 2546 10138 (within group) or error 
- - - -- 2559 22142 Total 




- - - 10.35 2546 26342 (within group) or error 
- - - - 57696 57696 total 
Hypothesis 3: store brightness significantly influences in-store experiences (sensory 
experience, affective experience and cognitive experience). 
Table 7 represents the results of Multivariate Analysis of variance (MANOVA) test to 
investigate the main effect of the research independent variable (store brightness) on the model; by 
looking at the table it can be observed that tests of Pillai Trace, Wilk`s Lambda and Hotelling-
Lawley Trace were all significant, so MANOVA model is significant and research dependent 
variables were influenced by different levels of store brightness.   
Table 7: MANOVA test for the effect of store brightness variable on in-store experiences 
Eta squared Sig. Degrees of freedom F value Test 
0.012 0.0001 3 0.031 0.012 Pillai Trace) 
0.012 0.0001 3 0.031 0.99 Wilk'sLambdo 
0.012 0.0001 3 0.031 0.012 Hotelling- lawley Trace 
In this test the null hypothesis which indicates  ''absence of difference between customers` 
sensory /affective/ cognitive experiences`` at two levels of store brightness has been tested against 
the alternative hypothesis that indicates "difference between customers` sensory / affective / 
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cognitive experiences" table 8 represents the results of multivariate analysis of variance 
(MANOVA) test to investigate the main effect of  store brightness on in-store experience 
dimensions (sensory experience , affective experience and cognitive experience). According to the 
results obtained from variance analysis, Fisher statistics of the hypothesis for sensory experience is 
27.46more than critical value. In other words, calculated significance level is less than 0.05 is 
rejected. And the difference between means of costumers `sensory experience in two levels of 
desirable and undesirable brightness is confirmed. Since the mean of costumers 'sensory experience 
at desirable brightness level is 17.42 and at undesirable brightness levels 17.02, so it is calculated 
that when the store brightness is desirable the mean of consumers 'sensory experience is more than 
the time when the store brightness is undesirable. Also according to the result obtained from 
variance analysis, Fisher statistics of the hypothesis for affective experience and cognitive 
experience are 1.79and 1.18 less than critical value, respectively. In another words, calculated 
significant level is more than 0.05. Therefore, the null hypothesis at level of 0.095 is not rejected 
and the difference between means of customers `affective experience and cognitive experience at 
two levels of desirable and undesirable brightness is not confirmed. So it is concluded that when 
store brightness is desirable the mean of customer`s affective / cognitive experience is the same as 
when store brightness is undesirable. 
Table 8: Results of the main effect of store brightness on dimension of in-store experience 
variable sensory /affective/ cognitive experience 
Effect 
size 






Source of variance In-store 
experience 
0.011 0.0001 27.46 404.02 1 404.02 (Between group) Or treatment Sensory 
experience - - - 14.71 2546 37463.36 (within group) or error 
- - - - 2559 66439.26 Total 
0.0001 0.18 1.79 7.12 1 7.12 (Between group) Or treatment Affective 
experience - - - 3.98 2546 10138 (within group) or error 
- - - -- 2559 22142 Total 
0.000 0.28 1.18 12.24 1 12.24 (Between group) Or treatment Cognitive 
experience - - - 10.35 2546 26342 (within group) or error 
- - - - 2559 57696 Total 
Hypothesis 4: store arrangement significantly influences in-store experiences (sensory 
/affective/ cognitive experience). 
Table 9 represents the results of Multivariate Analysis of variance (MANOVA) test to 
investigate the main effect of the research independent variable (store brightness) on the model; by 
looking at the table it can be observed that tests of Pillai Trace, Wilk`s Lambda and Hotelling-
Lawley Trace were all significant, so MANOVA model is significant and research dependent 
variables were influenced by different levels of store arrangement. 
Table 9: MANOVA test for the effect of store arrangement variable on in-store experiences 
Eta squared Sig. Degrees of freedom F Value Test 
0.33 0.0001 3 29.16 0.033 Pillai Trace 
0.33 0.0001 3 29.16 0.97 Wilk'sLambdo 
0.33 0.0001 3 29.16 0.034 Hotelling- lawley Trace 
In this test the null hypothesis which indicates  ''absence of difference between customers` 
sensory /affective/ cognitive experiences`` at two levels of store arrangement  has been tested 
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against the alternative hypothesis that indicates "difference between customers` sensory / affective / 
cognitive experiences" table 10 represents the results of multivariate analysis of variance (manova) 
test to investigate the main effect of  store arrangement on in-store experience dimensions (sensory 
experience, affective experience and cognitive experience). According to the results obtained from 
variance analysis, Fisher statistics of the hypothesis for sensory experience and affecting experience 
are 40.49 and 67.09 more than critical value. In other words, calculated significance level is less 
than 0.05. therefore , the null hypothesis at level of 0.095is rejected and the difference between 
means of costumers `sensory experience in two levels of desirable and undesirable arrangement is 
confirmed. Since the mean of costumers 'sensory/affective experience at desirable arrangement level 
are 17.90 and 9.53 and at undesirable arrangement levels 16.94 and 8.88 respectively, so it is 
calculated that when the store arrangement is desirable the mean of consumers 'sensory/ affective 
experience is more than the time when the store arrangement is undesirable. Also according to the 
result obtained from variance analysis, Fisher statistics of the hypothesis for cognitive experience is 
0.93 less than critical value. In another words, calculated significant level is more than 0.05. 
Therefore, the null hypothesis at level of 0.095 is not rejected. So it is concluded that when store 
arrangement is desirable the mean of customer`s cognitive experience is the same as when store 
arrangement is undesirable 
Table 10: Results of the main effect of store arrangement on dimension of in-store experience 
variable sensory /affective/ cognitive experience 
Effect 
size 






Source of variance In-store 
experience 
0.016 0.0001 40.49 595.79 1 595.79 (Between group) Or treatment Sensory 
experience - - - 14.71 2546 37463.36 (within group) or error 
- - - - 2559 66439.26 Total 
0.041 0.0001 107.54 267.16 1 267.16 (Between group) Or treatment Affective 
experience - - - 3.98 2546 10138 (within group) or  error 
- - - -- 2559 22142 Total 
0.000 0.33 0.93 9.63 1 9.63 (Between group) Or treatment Cognitive 
experience - - - 10.35 2546 26342 (within group) or error 
- - - - 2559 57696 Total 
Hypothesis 5: sales staff`s physical attractiveness significantly influences in-store 
experiences (sensory /affective/ cognitive experience). 
Table11 represents the results of Multivariate Analysis of variance (MANOVA) test to 
attractiveness) on the model; by looking at the table it can be observed that tests of Pillai Trace, 
wilk`s Lambda and Hotelling investigate the main effect of the research independent variable (sales 
staff`s physical -Lawley Trace were all significant, so MANOVA model is significant and research 
dependent variables were influenced by different levels of sales staff`s physical attractiveness. 
Table 11: MANOVA test for the effect of sales staff`s physical attractiveness  based on in-store 
experiences 
Eta squared Sig. Degrees of freedom F Value Test 
0.225 0.0001 3 246.39 0.225 Pillai Trace 
0.225 0.0001 3 246.39 0.77 Wilk'sLambdo 
0.225 0.0001 3 246.39 0.29 Hotelling- lawley Trace 
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In this test the null hypothesis which indicates ''absence of difference between customers` 
sensory /affective/ cognitive experiences`` at two levelsof sales staff`s physical attractiveness   has 
been tested against the alternative hypothesis that indicates "difference between customers` sensory / 
affective / cognitive experiences". table12 represents the results of multivariate analysis of variance 
(MANOVA) test to investigate the main effect of sales staff`s physical attractiveness on in-store 
experience dimensions (sensory experience, affective experience and cognitive experience). 
According to the results obtained from variance analysis, Fisher statistics of the hypothesis for 
sensory experience and affecting/cognitive experience are 266.60, 486.52 and 570.41 more than 
critical value. In other words, calculated significance level is less than 0.05. Therefore, the null 
hypothesis at level of 0.095is rejected and the difference between means of costumers `sensory 
experience in two levels of sales staff`s desirable and undesirable of physical attractiveness is 
confirmed. Since the mean of costumers 'sensory/affective experience at high physical attractiveness 
level of sales staff are 18.66 and10.7 and 16.49 and the low levels are 16.18 and 8.33 and 13.45 
respectively, so it is calculated that when sales staff`s physical attractiveness is high the mean of the 
mean of consumers 'sensory/ affective/cognitive experience is more than the time when the sales `s 
staff physical attractive is low.    
Table 12: Results of the main effect of sales staff`s physical attractiveness on dimension of in-
store experience variable (sensory /affective/ cognitive experience) 
Effect 
size 






Source of variance In-store 
experience 
0.095 0.0001 266.60 3922.87 1 3922.87 (Between group) Or treatment Sensory 
experience - - - 14.71 2546 37463.36 (within group) or error 
- - - - 2559 66439.26 total 
0.16 0.0001 486.52 1937.32 1 1937.32 (Between group) Or treatment Affective 
experience - - - 3.98 2546 10138 (within group) or error 
- - - -- 2559 22142 Total 
0.18 0.0001 570.41 5901.86 1 5901.86 (Between group) Or treatment Cognitive 
experience - - - 10.35 2546 26342 (within group) or error 
- - - - 2559 57696 total 
Hypothesis 6: sales staff`s cheerfulness significantly influences in-store experiences (sensory 
/affective/ cognitive experience). 
Table13 represents the results of Multivariate Analysis of variance (MANOVA) test to 
investigate the main effect of the research independent variable (sales staff`s cheerfulness) on the 
model; by looking at the table it can be observed that tests of Pillai Trace, wilk`s Lambda and 
Hotelling -Lawley Trace were all significant, so MANOVA model is significant and research 
dependent variables were influenced by different levels of sales staff`s cheerfulness. 
Table 13: MANOVA test for the effect of sales staff’s cheerfulness  on in-store experiences 
Eta squared Sig. Degrees of freedom F Value Test 
0.43 0.0001 3 647.07 0.43 Pillai Trace 
0.43 0.0001 3 647.03 0.57 Wilk'sLambdo 
0.43 0.0001 3 647.03 0.76 Hotelling- lawley Trace 
In this test the null hypothesis which indicates ''absence of difference between customers` 
sensory /affective/ cognitive experiences`` at two levels of sales staff`s cheerfulness   has been tested 
against the alternative hypothesis that indicates "difference between customers` sensory / affective / 
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cognitive experiences". table14 represents the results of multivariate analysis of variance (manova) 
test to investigate the main effect of sales staff`s cheerfulness on in-store experience dimensions 
(sensory experience, affective experience and cognitive experience). According to the results 
obtained from variance analysis, Fisher statistics of the hypothesis for sensory experience and 
affecting/cognitive experience are 815.65, 1326.32 and 1390.58 more than critical value. In other 
words, calculated significance level is less than 0.05. therefore, the null hypothesis at level of 
0.095is rejected and the difference between means of costumers `sensory experience in two levels of 
sales staff`s desirable and undesirable of cheerfulness  is confirmed. Since the mean of costumers 
'sensory/affective experience at high cheerfulness level of sales staff are 19.58 and10.64 and 17.34 
and the frowning levels are 15.25 and 7.77 and 12.60 respectively, so it is calculated that when sales 
staff`s cheerfulness is high the mean of the mean of consumers 'sensory/ affective/cognitive 
experience is more than the time when the sales `s staff have frowning faces.    
Table 14: Results of the main effect of sales staff`s cheerfulness on dimension of in-store 
experience variable (sensory /affective/ cognitive experience) 
Effect 
size 






Source of variance In-store 
experience 
0.24 0.0001 815.65 12001.89 1 12001.89 (Between group) Or treatment Sensory 
experience - - - 14.71 2546 37463.36 (within group) or error 
- - - - 2559 66439.26 Total 
0.32 0.0001 1326.32 5281.38 1 5281.38 (Between group) Or treatment Affective 
experience - - - 3.98 2546 10138 (within group) or error 
- - - -- 2559 22142 Total 
0.35 0.33 390.58 14387.80 1 14387.80 (Between group) Or treatment Cognitive 
experience - - - 10.35 2546 26342 (within group) or error 
- - - - 2559 57696 Total 
Hypothesis 7: sales staff`s helpfulness significantly influences in-store experiences (sensory 
experience, affective experience and cognitive experience). 
Table15 represents the results of Multivariate Analysis of variance (MANOVA) test to 
investigate the main effect of the research independent variable (sales staff`s helpfulness) on the 
model; by looking at the table it can be observed that tests of Pillai Trace, wilk`s Lambda and 
Hotelling -Lawley Trace were all significant, so MANOVA model is significant and research 
dependent variables were influenced by different levels of sales staff`s helpfulness. 
Table 15: MANOVA test for the effect of sales staff`s helpfulness on in-store experiences 
Eta squared Sig. Degrees of freedom F value Test 
0.34 0.0001 3 440.53 0.34 Pillai Trace 
0.34 0.0001 3 440.53 0.66 Wilk'sLambdo 
0.34 0.0001 3 440.53 0.52 Hotelling- lawley Trace 
In this test the null hypothesis which indicates ''absence of difference between customers` 
sensory /affective/ cognitive experiences`` at two levels of sales staff`s helpfulness has been tested 
against the alternative hypothesis that indicates "difference between customers` sensory / affective / 
cognitive experiences". table16 represents the results of Multivariate Analysis of Variance 
(MANOVA) test to investigate the main effect of sales staff`s helpfulness on in-store experience 
dimensions (sensory experience, affective experience and cognitive experience). According to the 
results obtained from variance analysis, Fisher statistics of the hypothesis for sensory experience is 
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1.16 less than critical value. In other words, calculated significance level is more than 0.05. 
therefore, the null hypothesis at level of 0.095 is not rejected and the difference between means of 
costumers `sensory experience in two levels of sales staff`s desirable and undesirable of helpfulness 
is not confirmed. So it is concluded that when sales staff are helpful the mean of customers 'sensory 
experience is the same as when sales staff are not helpful. Also, according to the results obtained 
from variance analysis, Fisher statistics of the hypothesis for affecting/cognitive experiences are 
888.19, 958.63 more than critical value, respectively. In other words, calculated significance level is 
less than 0.05. therefore, the null hypothesis at level of 0.095 is rejected and the difference between 
means of costumers `affective and cognitive experience in two levels of sales staff`s desirable and 
undesirable of helpfulness is confirmed. Since the mean of costumers 'affective and cognitive 
experience at helpfulness level of sales staff are 19.58 and10.64 and 17.34 and the frowning levels 
are 10.38 and 16.94 and at unhelpfulness level are 8.03 and 13.00, respectively, so it is calculated 
that when sales staff are helpful mean of the mean of consumers ' affective/cognitive experience is 
more than the time when the sales `s staff are unhelpful. 
Table 16: Results of the main effect of sales staff`s helpfulness on dimension of in-store 
experience variable (sensory /affective/ cognitive experience) 
In-store 
experiences 






F Sig. Effect size 
Sensory 
experience 
Between group 17/13 1 17/13 1/16 0/45 0/000 
Error 37463/36 2546 14/71 - - - 
Total 66439/26 2559 - - - - 
Emotional 
experience 
Between group 3536/75 1 3536/75 888/19 0/0001 0/26 
Error 10138 2546 3/98 - - - 
Total 22142 2559 - - - - 
Cognitive 
experience 
Between group 9918/56 1 9918/56 958/63 0/0001 0/27 
Error 26342 2546 10/35 10/35 - - 
total 57696 2559 - - - - 
Discussion and Conclusion 
The purpose of this research is to investigate the circumstances of in-store experiences in 
hyper star markets that has been evaluated under the main hypothesis “shopping motives, store 
environment and employee characteristics are circumstances that influence in-store experiences. 
Also regarding the secondary results of the research gender was considered as a factor that 
influences in-store experiences. According to the findings of this research when sales staff are 
women the means of customers’ sensory, affective and cognitive experience are more than the time 
when sales staff are men. Regarding the effects of shopping motives on in-store experiences it 
became apparent that experience-based shopping motives more influence sensory and affective 
experience and product-based shopping motives influence cognitive experience. Another variable 
that influenced  in-store experiences was store enviorment characteristics which included two 
factors of brightness and arrangement. It became apparent that store brightness more influenced 
sensory experience and arrangement influenced sensory and affective experience and these two 
factors did not influence cognitive experience. Finally the last variable influencing  in-store 
experiences included sales staff characteristics that later became clear that employee physical 
attractiveness and cheerfulness influenced each of three in-store experiences but employee 
helpfulness didn’t affect employee affective and cognitive experience. 
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In comparing the results of this research with previous studies we seperated the 
circumstances of the research and obtained the following conclusion. 
Shopping motives and in-store experiences 
In a study by Yoon (2013) it became apparent that shopping motives significantly influenced 
shopping experiences. Product-based shopping motives compared to experience-based shopping 
motives had significant effect on shopping motives. Also, Morscht et al., (2005) found that shopping 
motives had significant effects on shoppers’ holistic attitudes toward retailers and their perception of 
store characteristics. Westbrook and Block (1985) showed that specifically shoppers who have 
Product-based motives often emphasize characteristics like price, quality and product 
characteristics. Therefore, they have cognitive in-store experiences. On the contrary shoppers who 
have experience-based motives usually emphasize shopping conditions because they enjoy the in-
store experience itself. 
Researchers often discuss consumers ‘motives for special shopping trips. It is usually 
discussed that people shop for both hedonic and utilitarian reasons. And creation of a positive 
experience can be resulted from consumers who are looking for both kinds of shopping. So a 
shopping experience can recall both values through successfully obtaining intended purposes and 
offering pleasure and entertainment. Also, all experiential research confirms the relationship 
between shopping motives and understanding consumers’ behavior at sales point. Shopping motives 
can influence emotions perceived at sales point, cognitive assessment of goods and also tendency to 
stay to discover the store and shop for products. Furthermore, these studies show that consumers 
based on previous shopping motives have different needs and expectations of the store. 
Wirtz et al., (2000) also mentioned that consumers have expected arousal level related to 
service environment. Level of target stimulation depends on their motives or purposes. Their 
empirical findings showed that comparative conditions between expected arousal and perceived 
level of arousal results in high level of satisfaction. While lower and higher levels of target 
conditions lead to lower levels of pleasure and satisfaction. So expectations about arousal levels that 
are perceived influence both emotional responses in the store and later assessments (Evans, 2003) 
With respect to the results of studies conducted in this research and results of previous 
studies it can be concluded that findings are in agreement and shopping motives are among 
circumstances and factors that influence creation of in-store experiences.  
Store environment characteristics and in-store experiences 
Verhoef et al., (2009) also showed that variables like social factors, store environment, 
assortment, price, customers’ experience in distribution channels, store’s brand, self-service 
technology are factors that influence customer experience. Blanton, Jack and Parsons (2010) in a 
research whose purpose was to investigate the role of store environment in creating a hedonic 
experience through comparing differences perceived between the environments of stores that try to 
create a hedonic experience with utilitarian stores concluded that environment pointers influence 
creation of customers’ hedonic experience in two general categories of attractive motives like 
attractive display of product and facilitating motives  like convenience and brightness.  
Researchers showed that store environment agents intend to create more hedonic retailing 
environments for shoppers that can encourage them to stay more and eventually spend more money 
and come back to the store (Spence et al., 2014). 
Mehrabian and Russell (1974) showed that environments’ sensory variables, environment 
information rate( the amount of information in the environment) and personal differences in 
emotional responses influence people’s emotional responses to the environment that in its own turn 
approaches people to or prevents them from the environment. Mehrabian and Rusell (1974) 
introduced three dimensions of emotional response: pleasure, arousal and dominance. However, 
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later research showed that pleasure and arousal account for the most deviance in emotions and 
behaviors, so the current research focuses on these two variables. 
In short the empirical research that investigates the effect of environment on the behavior 
shows that almost in all cases desirable shopping environments directly influence shopping behavior 
variables like unplanned costs, time duration of visiting the store and social interactions (kaltcheva 
and weitz, 2006) 
According to the results of studies conducted in the present research and those of previous 
studies it can be concluded that findings are in agreement and store environment characteristics are 
among the circumstances and factors influencing creation of in-store environment. 
Sales staff characteristics and in-store experiences 
Gronroos (1990)states that one of the critical aspects in consumers experiences at the time of 
“ honesty moments” happening is when customers have interactions with the organization. Studies 
show that employees play a significant role in this interaction. Previous studies show that consumers 
have more shopping tendency to buy those goods and services advertised by an announcer who is 
physically attractive. (keh et al., 2013). A meta-analysis of the research shows only a little effect of 
related factors on sales force’s performance. One of the personal factors that were mentioned to in 
meta-analysis is general appearance that is the most similar factor to the attractiveness. This factor 
has absorbed sales executives in 1970s and 80s and has changed their attention to neatness, dressing 
up and general impression of sales staff’s appearance. (Ahearne et al.,1999). 
In personal sales environment research showed that more desirable sales skills are attributed 
to the attractive sales staff rather than to their unattractive peers. Shoppers behave attractive sales 
staff in a more friendly way and there is more possibility to respond to their demands than to their 
unattractive peers. Compared to unattractive sales staff customers perceive attractive sales staff 
more desirably and respond to sales more readily and show higher tendency to buy. Physical 
attractiveness also occurs in consumer-to-consumer context (keh et al.,2013). 
Employees’ emotions and their states can be influential in assessing consumers in terms of 
presenters or experience (Henning-Thura et al., 2006). Studies show that displaying positive 
emotions like smiling and expressing friendship in interactions can be influential in shopping 
intentions, tendency to return, advising others on the store and positive perception (keh et al.,). 
Hening et al., (2006) claim that in interpersonal interactions between customers and staff this 
possibility that staff’s emotions influence customers is facilitated by two key variables: the amount 
of employee’s smiling and credit of his emotional work’s display. 
Often previous studies show that successful interactions in retailing usually include those 
employee behaviors of helpfulness and trustworthiness (keh et al.,2013). Specifically while 
employees help retailers through goodwill to form a fast link with the customer and create the 
necessary relationship for a positive service encounter helpfulness of employees include a basis on 
which the performance of service staff are evaluated. So employee helpfulness directly influences 
customers’ satisfaction with the employees. Also it has been suggested that physical attractiveness, 
displayed positive emotions and helpfulness of the employees during service encounters all help 
with the quality of service offered and then influence service assessment. Separately these three 
characteristics have been evaluated in previous research (keh et al.,2013). 
According to the results of studies conducted in the present research and those of previous 
studies it can be concluded that findings are in agreement and sales staff characteristics are among 
the circumstances and factors influencing creation of in-store environment.  
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Limitations of the study 
In designing and conducting this research like other research there were some theoretical and 
executive limitations: 
• The literature existed on in-store experiences and standard measurement scales relevant to 
this concept was little and it was necessary to make a scale regarding three dimensions of sensory, 
affective and cognitive experience. 
• There was little literature and a few studies about sales staff’s characteristics from three 
physical, emotional and affective perspectives which was influential in research procedure. 
• Due to limitations in having access to sales staff’s photos, available photos were used and 
actual samples of hyper star store were not used in the research. 
• Considering three metropolises because of the activity of hyper star market in them caused 
the limitation in gathering data and statistical universe and reduced the extent of data gathered all 
around the country and more extensive sample of retailing customers. 
Recommendations of the study  
With respect to the results of research findings to employ managers and organizations to 
improve marketing activities the following practical points are suggested: 
• With respect to the positive effect of store brightness on sensory experience for low 
involvement goods providing suitable brightness should be the main priority of the stores to create a 
positive sensory experience in customers and increase sales eventually. 
• One of the most important factors of store environment characteristics are suitable 
arrangement of products that causes easy access of customers to the intended product and also 
provides an attractive display of products. This should be of great importance to the stores because it 
creates a positive sensory and affective experience in the customers. According to the findings high 
involvement goods need more peace to be shopped for and the customer needs a quiet envirment to 
make a decision and low involvement goods that sometimes are shopped for in a hedonic way 
should well be exposed and generally be available with convenience and be put all in a place. For 
example, arranging low involvement products in main aisles increases their sales. 
• Retailing organizations should be very sensitive in choosing sales staff and pay attention to 
three characteristics of physical attractiveness, cheerfulness and helpfulness, and also educate staff 
to be sociable and willing to help customers with solving their problems. According to the findings 
for sales staff having three characteristics above creates a positive affective experience in customers 
because of good interactions and causes a very suitable relationship between customers and the store 
that can result in later shopping. For low involvement products physical attractiveness is more 
influential. But in high involvement products that need right information for decision making and 
shopping sales staff should be helpful and help customers with right choice. 
• Organizations should create a suitable combination of store environemnt characteristics and 
sales staff characteristics in the store. For example, they should be able to create a balance between 
store brightness and physical attractiveness to form a positive sensory experience, between store 
brightness and staff’s cheerfulneess and helpfulness to create positive affective experience. Findings 
show that when brightness is undesirable sales staff’s cheerfulness or helpfulness can creates a 
positive affective experience that to a definite extent can compensate this weak point. Similarly 
when store’s arrangement is desirable this positive experience is created. Positive sensory 
experience is obtained when sales staff’s physical attractiveness is high. 
• Stores whose most sales is obtained through selling low involvement products should pay 
attention to the factors that influence firstly sensory experience like sales staff’s physical 
attractiveness and store arrangement, on the contrary stores whose most sales is obtained through 
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selling high involvement products  should firstly rely on factors that influence cognitive experience 
to create a positive cognitive experience in the customers like helpfulness of sales staff. 
• Stores should consider this point that when they intend to sell high involvement products 
most customers have product-based shopping motive and cognitive experience is of high importance 
to them, then affective experience influences decision making and shopping. So, sales staff with 
suitable characteristics can contribute to its creation by offering right information and suitable 
encounter. 
References 
Ahearne, M., Gruen, T. W., & Jarvis, C. B. (1999). If Looks Could Sell: Moderation and Mediation 
of the Attractiveness Effect on Salesperson Performance. International Journal of Research 
in Marketing, 16(4), 269–84. 
Arnold, M.J. & Reynolds, K.E. (2003). Hedonic Shopping Motivations. Journal of Retailing, 
79 (2), 77-95. 
Babin, B.J., Darden, W.R. & Griffin, M. (1994). Work and/or Fun: Measuring Hedonic and 
Utilitarian Shopping Value. Journal of Consumer Research, 32, 243-56. 
Backstrom, K. & Johansson, U. (2006). Creating and consuming experiences in retail store 
environments: Comparing retailer and consumer perspectives. Journal of Retailing and 
Consumer Services, 13, 417–430. 
Bitner, M. J. (1992). Servicescapes: The impact of physical surroundings on customers and 
Employees. Journal of Marketing, 56 (2), 57-71. 
Clark, A. (1997). Being There – Putting Brain, Body, and World Together Again, The MIT Press, 
Cambridge, MA. 
Clarck, D. W., Perry, P. & Denson, H. (2012). The Sensory Retail Environment of Small Fashion 
Boutiques. Journal of Fashion Marketing and Management, 16 (4), 492-510. 
Churchill, J.R. (1979). A paradigm for developing better measure of marketing constructs. Journal 
of Marketing Research,  XVI (February), 64-73 
Dawson, S., Bloch, P. & Ridgway, N. (1990). Purchase motives, emotional states, and retail 
Outcomes. Journal of Retailing, 66 (4), 408-27. 
Dermer, M., & Thiel, D. L. (1975). When beauty may fail. Journal of Personality and Social 
Psychology, 31(6), 1168–1176. 
Donovan, R.J. & Rossiter, J.R. (1982). Store Atmosphere: An Environmental Psychology Approach. 
Journal of Retailing. 58 (Spring), 34-57. 
Evans, D. (2002). Emotion: The science of sentiment. Oxford: Oxford University Press. 
Garg, R. Rahman, Z. & Qureshi, M. N. (2014). Measuring customer experience in banks: scale 
development and validation. Journal of Modelling in Management, 9 (1), 87-117. 
Gallucci,N. T. & Meyer, R.G. (1984). People can be too perfect: Effects of subjects’ and targets’ 
attractiveness on interpersonal attraction. Psychological Reports, 55(2), 351–360. 
Gronroos, C. (1990). Service Management and Marketing: Managing the Moment of Truth in 
Service Competition. Lexington, MA: Lexington Books. 
Hennig-Thurau, T., Groth, M., Paul, M., & Gremler, D. D. (2006). Are all Smiles Created Equal? 
How Emotional Contagion and Emotional Labor Affect Service Relationships. Journal of 
Marketing, 70(3), 58–73. 
Holbrook, M.B. (1996). Customer Value – A Framework for Analysis and Research. Advances in 
Consumer Research, 23(1): 138–42. 
Holbrook, M. & Hirschman, E. (1982). The Experiential Aspects of Consumption: Consumer 
Fantasies, Feelings, and Fun. Journal of Consumer Research, 9, 132-40. 
Openly accessible at http://www.european-science.com                                                     2049 
 
  
  Special Issue on New Dimensions in Economics, Accounting and Management 
   
 
Kaltcheva, V. D. & Weitz, B. A. (2006). When Should a Retailer Create an Exciting Store 
Environment?. Journal of Marketing, 70 (January), 107–118. 
Keh, H. T. et al., (2013). The Beautiful, the Cheerful, and the Helpful: The Effects of Service 
Employee Attributes on Customer Satisfaction, Psychology and Marketing, 30(3): 211–26. 
Kotler, P. (1973). Atmospherics as a marketing tool, Journal of Retailing, Vol. 49, pp. 48-60. 
Mehrabian, A. & Russell, J.A. (1974). An Approach to Environmental Psychology, MIT 
Press,Cambridge, MA. 
 Morschett, D., Swoboda, B. & Forsct, T. (2005). Perception of Store Attributes and Overall 
Attitude towards Grocery Retailers: The Role of Shopping Motives. The International 
Review of Retail Distribution and Consumer Research, 15 (4), 423-47. 
Park, C. (2003). Hedonic-Experiential Values in Online Shopping: Antecedents and Consequences. 
Asia Pacific Journal of Information Systems, 13(4), 73-96. 
Prahalad, C.K. & Ramaswamy, V. (2004). Co-Creating Unique Value with Customer. Strategy & 
Leadership, 32 (3), 4-9. 
Ringle, C.M., Wende, S., & Will, A. (2005). Smart PLS Version 2.0 M3, University of Hamburg. 
Ryu, G., Park, J. & Feick, L. (2006). The role of product type and country-of-origin in decision 
about choice of endorser ethnicity in advertising, Psychology &Marketing, 23 (6), 487-513. 
Schmitt, B. (1999). Experiential Marketing. Journal of Marketing Management, 15, 53-67. 
Schmitt, B. & Zarantonello, l. (2013). Consumer Experience and Experimental Marketing: A 
Critical Review. Review of Marketing Research, 10, 25-61. 
Spena, T. R. et al., (2012). Store Experience and Co-Creation: The Case of Temporary Shop. 
International Journal of Retail Distribution Management 40 (1), 21-40. 
Verhoef, P. C. et al. (2009). Customer Experience Creation: Determinants, Dynamics and 
Management Strategies. Journal of Retailing, 85 (1), 31–41. 
Westbrook, R. & Black, W. (1985). A Motivation-Based Shopper Typology. Journal of Retailing, 
61 (1), 78-103. 
Yoon, S. J. (2013). Antecedents and Consequences of In-Store Experiences based on an Experiential 
Typology. European Journal of Marketing, 47(5/6), 693-714. 
Zaichkowsky, J. L. (1985). Measuring the involvement construct. Journal of Consumer Research,  








Openly accessible at http://www.european-science.com                                                                   2050 
 
